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The research on "Trust" is an important issue in psychology, sociology and 
economics. The objective of this article is to discuss the causes of people’s trust in the 
service brands, using the knowledge of marketing and consumer behavior. 
First, this article summarizes the literatures from different domains, especially 
from the marketing research. Base on this, the author re-understands and analyses the 
concept of “trust”. According to two sources of the trust, cognition and affect; as well 
as two formation mechanisms, experiences and transfer, author summarizes the trust 
sources as four categories, that is cognitive experience, experienced affect, transferred 
cognition and transferred affect. Then, the article defined these four categories into 
eight variables, these are performance capabilities, goodwill and initiative, similarities, 
enjoyable experience, belonging feelings, brand reputation, empathy, and, positive 
association. 
In the background of mobile communication industry, this article constitutes the 
empirical analysis of eight variables that mentions above. The questionnaires used in 
empirical research is base on predecessor's research, and the results of interviews with 
customers. First, through the small sample tests, the study calculates the Corrected 
Item-Total Correlation (CITC), factor analysis, Cronbach's α , etc. Using these 
methods, author tests the questionnaire’s reliability and validity, and then adjusts the 
questionnaires. 
Then, combining the idea of structural equation modeling (SEM), this research 
uses LISREL8.71 software in the large sample test to test the structural model. The 
hypotheses tests support that the five variables, performance capabilities, enjoyable 
experience, belonging feelings, brand reputation and positive association have 
positive influence on “trust”. But other three variables hypotheses are not accepted 
through the test. 
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服务业在经济发展和人民生活中正变得越来越重要。20 世纪 60 年代初，世
界主要发达国家的经济重心开始转向服务业，产业结构呈现出“工业型经济”向
“服务型经济”转型的总趋势。目前，全球服务业增加值占国内生产总值比重达
到 60％以上，主要发达国家达到 70％以上，即使是中低收入国家也达到了 43％
的平均水平；在服务业吸收劳动力就业方面，西方发达国家服务业就业比重普遍
达到 70%左右，少数发达国家达到 80％以上。改革开放以来，中国服务业有了长

































































































































































































因此，本文 终把研究的问题落实到“服务品牌的顾客信任（Consumer trust 
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